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ABSTRACT 
The development of digital and information technology in Indonesia is increasing very rapidly, so this 
has triggered the development of driver-partner applications and social media in Indonesia. No 
exception to food SMEs, food SMEs can shift by utilizing the development of driver-partner 
applications and social media to expand the market segment by distributing information online. In 
Twitter's social media information, users disclose information that is known to be associated with a 
brand. This proves the level of user awareness of a brand. Information from these users is User 
Generated Content (UGC), namely the track records left by users on social media. This study uses 
this phenomenon to measure the most popular brands on social media to measure one's awareness 
and interest in an online driver-partner brand. Utilization of analysis of social media users on Twitter 
social media using Social Network Analysis (SNA) helps food SMEs in assessing the position of 
driver-partner applications based on the level of public awareness on Twitter social media regarding 
the driver-partner application brand. So, this research will show and determine the most popular brand 
between the two driver-partner applications. This study uses the SNA method, with secondary data in 
the form of consumer tweets on Twitter related to GoFood and GrabFood. This type of research is 
qualitative that aims to describe a result of the phenomenon that occurs. The result of this research is 
the ranking of the driver-partner application brand based on the level of user awareness on social 
media Twitter. 





Of the many food SMEs actors, it turns out that only a few use Information Technology (IT) 
to run their business. The causes include inadequate understanding of IT, minimal 
availability of investment, lack of government support (Lubis & Junaidi, 2016), no previous 
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it difficult for them to develop their business. Even though IT is a change that we cannot 
afford. If an entrepreneur does not follow changes, the change itself will erode him. 
Driver Partner Application Phenomenon itself, as a form of IT implementation, the 
development is increasing rapidly. Along with the number of driver-partners (the name for 
online motorcycle taxi drivers), this is in line with the number of SME food businesses. The 
number of driver-partners is estimated at more than 2 million in Indonesia (Azka, 2019). The 
culinary business is also a growing business sector. The Minister of Industry estimates that 
the food and beverage industry will grow above 9% in 2019, which in previous years grew 
below 9%, namely 8.73% and 7.91%. However, the food and beverage industry itself is a 
labor-intensive industry, which can employ a lot of workers (Pebrianto, 2019). Therefore, 
researchers need to analyze the factors that can influence food SMEs to implement IT, 
especially the existing simple applications. The application is GoFood or GrabFood, which 
has run culinary delivery services by utilizing the services of driver-partners. This means 
positioning the food SMEs actors to be able to make friends with existing changes, 
especially IT. When IT is implemented, Utami (2010) and Al-Mubaraki & Aruna (2013) show 
that the application of technology will increase the income of food SMEs. 
Entrepreneurs of home-based culinary food SMEs are often faced with problems with 
promotion, timing (caring for children), and delivery. With the GoFood and GrabFood 
applications, these problems can be avoided. However, not all home-based culinary SMEs 
know, are aware, and understand the use of these applications. So that their income is only 
limited to the surrounding environment. But when implementing GoFood and GrabFood 
applications, the marketing will expand and the income will increase. 
Supposedly, food SMEs in Indonesia should always be supported by the Government. Food 
SMEs have proven successful in surviving the swift current of the economic crisis 
experienced by the country. The more food SMEs there are, the more workers will be 
absorbed as well. Not to mention the contribution to GDP of 60.34% (Putra, 2018). So we 
can see the role of food SMEs in the country's economy. 
 
MATERIALS AND METHODS 
Literature Review 
Entrepreneurship is a source of innovation, job creation, and economic growth (Looi & 
Lattimore, 2015). The existence of entrepreneurship is like a mushroom. Suddenly, 
nowadays, there are so many new business actors who are starting to dare to open a 
business. Even though there are many, it is still not the main choice of the younger 
generation. Many things make them prefer to work as workers rather than entrepreneurs. 
Even Looi & Lattimore (2015) also suggest the need for a new form of entrepreneurship 
education, training, and government policy development. So apart from internal factors, 
entrepreneurship also needs to be supported by the government, as an external factor. 
Entrepreneurship itself cannot be separated from the need for information, capital, 
technology, and labor. Entrepreneurs can obtain these resources through the social 
networks they have. Therefore, those with extensive social networks will tend to venture into 
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the world of entrepreneurship (Zhang et al., 2019). So it can be concluded that an 
entrepreneur has several factors, including innovation, education/training, and social 
networking. 
Innovation 
Innovation is seen as an engine for the growing movement and the developing economy. 
Ebrahimi et al. (2018) showed that innovation is equally important between medium-sized 
companies and small companies because it is very fruitful and vital. In developing countries, 
innovation is more important because there more food SMEs has the right innovation, and 
there are not sufficient external sources to protect and encourage innovation. Therefore, 
innovation can be a potential solution for the development and growth of food SMEs. 
Education/Training 
Entrepreneurship education and training are often held. Many places in the archipelago often 
hold training. However, many are not able to do what the trainer or facilitator has done. Many 
things make this thing not happen. Problems such as materials, targets, different problems 
were experienced by the participants. Training is a process by which a person achieves 
certain abilities and is only short-term (Dessler, 2013). To maximize training, one has to 
match with committed entrepreneurs. The International Labor Organization (ILO) created 
“Know About Business” (KAB). KAB is a methodology that can be used for the self-
awareness of entrepreneurs. Through KAB it can also increase the level of entrepreneurial 
business education (ILO, 2013). 
Social Networks 
In today's technology-filled era, most people cannot escape the sophistication of technology 
such as cell phones. From a cellphone, one can access the world, including social media. 
Social media is an online platform that people use to build social networks or relationships 
with other people who have similar interests, activities or careers, real-life backgrounds, or 
connections. This shows that social networks have become a part of it. Social media is a 
brilliant idea with additional scope for progress (Akram, 2018). 
Driver Partner Application 
The driver-partner application is an application for intermediary service providers between 
consumers and driver-partners / SME partners engaged in online buying and selling services 
or what we often call e-commerce. In this study, the driver-partner application that we will 
examine is GOJEK with a collaboration product with food SMEs called GoFood and Grab 
with a collaboration product with food SMEs called GrabFood. 
 
User Generated Content (UGC) 
The meaning of User Generated Content is data or content that can generally be seen by 
other users/users, where the content contains the number of information, creativity and is 
made by people who are not professionals in this regard. So that mining / UGC mining 
means carrying out the process of finding maps, patterns, or information on user-created 
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content. As for what is also included in UGC are blogs, wikis, discussion forums, posts, chat, 
tweets, podcasts, pins, digital images, videos, audios, and various other forms of media 
created by users / online users that can be accessed via the web or media social. 
Social Network Analysis (SNA) 
For this study, researchers used a Social Network Analysis (SNA) approach. SNA was 
introduced by Otte and Rousseau (2002) and is still valid for use today. SNA is actually the 
same as structural analysis. However, it is not as a theory, but rather a broad strategy for 
investigating social structures. SNA is widely used to analyze the use of social media is 
seeing a dimension. SNA means analyzing various distribution patterns of relational bonds 
and concluding the network as a whole or about the people who are considered as 
individuals or groups (Bandyopadhyay et. al., 2011). 
SNA studies the structure of relationships that link individuals or other social units and 
dependence on behavior or attitudes related to the structure of social relationships. The 
relationship is represented by nodes, or vertices, which represent actors or users, and ties or 
also called edges, links, or connections, which represent the relationships between actors. 
There are five network properties in social networks, including: 







Shows the number of nodes in a 
network, which represents the 
number of interacting users, and 
also shows the number of edges 
that represent the many 




Shows how existing relationships 
on social networks can form 
different groups in a social network. 
Diameter 
The maximum closest path in a 
network or it can be called the 




Shows the average number of 
relationships that an actor (nodes) 




The average distance between one 





In this research, the use of SNA in determining the most popular driver partner application 
brands to maximize the sales of home-based culinary SMEs is a descriptive and qualitative 
research type. Descriptive research is research that aims to describe the characteristics of 
an object, person, group, organization, or environment that describes a certain situation or 
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event. Whereas, research in a qualitative approach is often used to look deeper into a social 
phenomenon, including the study of education, management and business administration, 
public policy, development, or the law. 
The method used in this research is Social Network Analysis (SNA). In simple terms, SNA 
can be called a study that studies the relationships between humans depicted in the form of 
maps and images. SNA describes social relationships in network theory consisting of nodes 
and ties (or also called edges, links, or connections) where nodes are 
users/actors/individuals in a network and ties are the relationships between users/actors 
(Passmore, 2011). 
Content created by users on social media that is open and accessible to many people can 
be said to be UGC, as defined by Moens et. al. (2014). Based on previous research 
conducted by Olmedilla, M., et al. (2016) that online UGC data plays an important role as a 
source of information for organizations to seek value exploration, so companies must be 
able to manage big UGC data as business intelligence. Furthermore, UGC data collection or 
also called UGC Mining is carried out on social media. Mining UGC uses the Gephi 
application to crawl tweets containing the keywords “GoFood” and “GrabFood”. The results 
of crawling tweets are pre-processed to eliminate irrelevant tweets so that the analysis 
process is easier to perform. Next, determine the users who interact with each tweet to serve 
as a node in the social network. After pre-processing the data, social network modeling was 
carried out using the SNA method. Visualization of the network is done with the Gephi 
application so that nodes will appear that represent users and edges that represent 
relationships between actors in social networks. In a social network that has been modeled, 
it can be seen the properties of social networks to compare social networks between 
businesses. 
The social network properties analyzed include size, modularity, diameter, average degree, 
average path length, and clustering coefficient. Size shows the size of the social network, 
this can be business intelligence regarding the number of users interacting and the number 
of interactions formed so that the driver-partner application business knows the level of user 
awareness regarding their brand.  
a. Modularity shows a group formed regarding conversations on social media. 
b. Diameter indicates the distance of the relationship between interacting users, the 
closer it is, the better it is because the relationship between users who talk about the 
brand is getting better. 
c. Average degree describes the average relationship on a social network. Average 
path-length signifies the average number of user accounts that a particular user must 
pass to interact. The results of the comparison of network properties can be used as 
an alternative to analyzing the most popular driver partner application brands on 
social media based on the network properties that occur, which symbolize the level of 
user awareness regarding the driver-partner application. 
 
RESULTS AND DISCUSSION 
Data Crawling Results 
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Data crawling was carried out on Twitter social media for 1 week, namely September 5, 
2020, to September 12, 2020, using the Gephi programming application. 
Table 2. Data Crawling Results 
Driver Partners 







It can be seen in Table II, that the tweets that have been crawled on user interactions on 
Twitter social media regarding the GoFood SME driver-partner application are 44,660 
tweets, while the interaction tweets regarding the GrabFood driver partner application are 
24,416 tweets posted by actors. 
 
GoFood Network 
The results of social network modeling for user conversations about GoFood can be seen in 
Figure 1 below: 
 
Figure 1. GoFood Social Network 
Modeling results that describe the social network formed from user interaction regarding 
GoFood can be seen in Figure 1. Seeing in the node (point) represents the actor/user, and 
the edge (line), which symbolizes the relationship between actors/users. After modeling the 
social network, an analysis of the properties of the network is carried out to determine the 
value of the social network. 
Table 3. GoFood's Social Property Results 
Number Network Properties Result 




2 Modularity 0.695 
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3 Diameter 27 
4 Average Degree 1.661 
5 Average Path Length 5.656 
 
In Table 3, an assessment can be made related to social networks that are formed regarding 
GoFood. Size indicates the number of components in the system. Size on the social network 
GoFood has 44,660 actors and 67,088 relationships between actors. Modularity shows how 
actors can form different groups in a network. The value of modularity on the GoFood social 
network is 0.882. The diameter is the closest distance between the 2 furthest nodes. The 
diameter value of the GoFood social network is 10, so the closest distance between the 2 
farthest actors on the GoFood social network is 27. The average degree shows the average 
degree of the number of links that connect one node to another. The average degree value 
on the GoFood social network is 1.661. Average path-length is translated as the average 
number of accounts or nodes an account has to pass to reach a particular account. The 
average path length value on GoFood's social network is 5,656. 
GrabFood Social Network 
After passing data pre-processing and network modeling, the results of the social network 
about GrabFood on Twitter can be seen in Figure 2. 
Figure 2. GrabFood Social Network 
The results of modeling that describe the social network formed from user interactions 
regarding GrabFood can be seen in Figure 2. It can be seen in the picture nodes (dots) 
which represent actors and edges (lines) which symbolize the relationships between actors. 
After modeling the social network, an analysis of the properties of the network is carried out 
to determine the value of the social network. 
Table 4. GrabFood's Social Property Results 
Number Network Properties Result 
1 Size Nodes : 24,416 
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Edges : 40,544 
2 Modularity 0.882 
3 Diameter 13 
4 Average Degree 1.502 
5 Average Path Length 3.948 
 
In Table 4, an assessment can be made related to social networks that are formed regarding 
GrabFood. Size indicates the number of components in the system. Size on the social 
network GrabFood has 24,416 actors and 40,544 relationships between actors. Modularity 
shows how actors can form different groups in a network. The value of modularity on the 
GrabFood social network is 13. Diameter is the shortest distance between the two farthest 
nodes. The diameter value of the GrabFood social network is 13, so the closest distance 
between the two farthest actors on the GrabFood social network is 13. The average degree 
shows the average degree of the number of links connecting one node to another. The 
average degree value on the GrabFood social network is 1.502. The average path length is 
translated as the average number of accounts or nodes an account has to pass to reach a 
particular account. The average path length value on the GrabFood social network is 3,948. 
 
Analysis Social Network Properties 
From each network property on the user's social network, the GoFood SME Partners 
Application and the GrabFood SME Partners Application can be ranked as an alternative to 
the favorite driver-partner application. The ranking of network properties between GoFood 
and GrabFood's SME Food Partner Applications can be seen in Table 5. 
 
Table 5. GrabFood's Social Property Results 
Number Network 
Properties 
GoFood GrabFood Rank 
1 Size 
Nodes : 44,660 
Edges : 67,088 
Nodes : 24,416 
Edges : 40,544 
1.GoFood 
2.GrabFood 
2 Modularity 0.695 0.882 
1.GoFood 
2.GrabFood 

















The first network property value is size. A good and active network has a large size. The 
results of data crawling show that the GoFood social network has a larger size with more 
actors and relationships. The second network property is modularity. The greater the value 
of modularity, the clearer the group formed. Each group that is formed can be a different 
community so that more specifications are needed for the products in each community. So 
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that the smaller the better, namely GoFood with a value of 0.695. The next network property 
is the diameter. The smaller diameter, the easier nodes to communicate with each other 
because of the short distance. The GoFood social network has a smaller diameter of 13 
compared to the GrabFood 27 social network. The fourth property of the network is the 
average degree. The more links (edges) that connect between nodes, the faster and easier 
information dissemination will be. The social network that has the most average degree will 
be in the first rank, namely GoFood with an average degree value of 1.661 Network 
properties which are than the average path length. The fewer accounts that are skipped, the 
better because it means the network has a strong relationship. So, the GoFood social 
network was ranked first with a value of 3,948. 
 
CONCLUSION 
It can be concluded that through the analysis of the Food SME Driver Partner Application 
network on social media, it can be used as a brand by looking at the social network on 
Twitter social media. The results of favorite brands with social network analysis concluded 
that the social networks formed on Twitter related to GoFood are superior. This indicates the 
similarity with Sarinastiti and Vardhani's (2018) research which shows the superiority of 
GoFood in menu diversity and quality of content. To increase the size, the Driver Partner 
Application is more active in tweeting on Twitter and invites users/customers to tweet, post, 
or repost on Twitter related to the Application “the driver-partner”. To be able to increase the 
average degree value, a company can hold a campaign by inviting users to mention, tag 
friends and companies can work together (follow) with companies that already have a lot of 
followers or friends and hold campaigns involving the two companies. However, what needs 
to be guaranteed is the stability of supply and demand for the sustainability of food delivery 
itself (Fauzi, 2020). So it is necessary to have further research related to this matter. When 
the brand is known to consumers, it must be ready under any circumstances to accept 
orders from them and of course you do not want this application to disappear just because of 
this inability to fulfill it or a sense of distrust. 
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